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Ever since 2001 when China entered the WTO, the companies and enterprises in 
China have been enjoying a favorable environment for development that is 
unprecedented. As a result, many companies and enterprises have set feet in the 
international market one after another so as to explore the overseas business. With its 
excellent geographical location as well as favorable policies, Xiamen, one of the 
earliest five special economic zones, endows its local companies with exceptional 
advantages. 
The website is one of the most important ways to get to know a company, in 
which the “Company Profile” serves as the provider of company information that is 
direct and convenient for the audience. Nowadays, many companies have set up their 
websites, on which some of them also provide English versions for the convenience of 
foreign customers. However, the author finds out that most of such English versions 
are translated literally from the Chinese ones. Beside grammar mistakes, there are 
many problems that can make the foreign audience confused. If an English company 
website cannot be understood by customers from English-speaking countries or even 
causes misunderstandings, the purpose of such website cannot be realized. 
What is a well-translated company profile? And what principles should be 
observed when translating such texts? The “German School” of the Skopostheorie 
provides us with a practical guidance. Viewing translation from a new perspective, the 
Skopostheorie regards translation as a human action which is endowed with a purpose. 
The translator should follow three rules, namely, the Skopos rule, coherence rule and 
fidelity rule, among which the Skopos rule plays the top-ranking role for any 
translation. It indicates that “the end justifies the means”, that is to say, a translation 
action is determined by its Skopos. Furthermore, the Skopostheorie makes a 















profile translation in China.  
Guided by this theory, the author conducts an in-depth study on the translation of 
company profiles, such as the definition, functions, text type, translation brief and so 
on. Then, a comparative analysis on the company profiles both at home and abroad 
are made so as to figure out their similarities and differences from linguistic and 
cultural angles. Taking the profiles of Xiamen local companies as examples, this 
thesis carries out an analysis on their translation problems in the light of the 
Skopostheorie, including pragmatic, linguistic and convention-related translation 
problems. Finally, it puts forward some practical translation strategies as suggestions 
for future translation of company profiles.  
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Background of the Study 
With the globalization and the policy of reform and opening up, more and more 
Chinese companies have been engaged in international trade, and still more are eager 
to explore the global market. For them, an English website is necessary to attract 
foreign investment. Realizing the importance, many companies in China, especially 
those in the coastal cities like Xiamen, have set up English websites, which are mainly 
translated from the Chinese versions.  
The company profile is an indispensable part of the website of a company. It 
gives a brief introduction to the company, including its history, business scope, 
philosophy, future outlook and so on. As for a foreign reader who has little knowledge 
about a company, browsing its website is an effective way to gain the information he 
needs, and reading about the company profile is the first step he takes to acquire basic 
information. An excellent company profile could provide the reader with a good 
impression about the company and provoke his interest to get to know more about it, 
thus can increase the opportunities for purchasing or cooperation. On the contrary, a 
poor company profile not only offers little useful information, but also makes the 
reader bored or confused, which may project a bad first impression to the readers and 
cool off his interest for cooperation. 
As stated above, many Chinese companies have set up English websites, in 
which the company profile is a significant part. However, most of them are 
word-for-word translations from the Chinese versions, which are difficult for foreign 
readers to understand because they do not conform to the conventions of westerners. 
That is to say, these companies have realized the importance of an English website, 
















So what is a good English company profile, and how to translate company 
profiles from Chinese to English? It is a topic that has long been discussed. 
Fortunately, the Functionalist Skopostheorie, the theoretical basis of this thesis, 
provides us with a guidance. 
Functionalism has been an influential trend ever since the 1970s, with the 
Skopostheorie as the most important part of it. It was developed in Germany in the 
late 1970s, and reflects “a general shift from predominantly linguistic and rather 
formal translation theory to a more functionally and socioculturally oriented concept 
of translation”(Baker; 2004: 235). Instead of taking translation as a code-switching 
operation or transmission between two languages, the Skopostheorie put translation 
under the framework of cross-cultural communication, thus it is considered as the core 
of the German Functionalism. 
This thesis, consequently, is undertaken to solve the problems which appear in 
the C-E translation of company profiles under the guidance of the Functionalist 
Skopostheorie. It calls for the Chinese companies to attach great importance to the 
quality of their English websites, especially English company profiles, and hopes to 
provide them with some strategies as suggestions for future translation. 
Significance of the Thesis 
Functionalist Skopostheorie has been widely known in the west, however, compared 
to other translation theories, its importance is underestimated in China. In recent years, 
though, there are more and more studies on the Skopostheorie, relevant studies as well 
as achievements are far from satisfactory, let alone its applicability to the CE 
translation of company profiles. Besides, the problems in the English profiles of 
Chinese companies are so common that it is necessary to conduct a research on it so 
as to improve the communication between China and foreign countries. 
This thesis aims at making a comprehensive study on the C-E translation of 
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